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University of Notre Dame 
Mendoza College of Business 

 
MARK 70100: MARKETING RESEARCH 

Spring 2018 – Mod 3 
 

Class time: T-Th  1:00 to 3:00 p.m. Professor: Joe Urbany (call me Joe) 
Classroom: Mendoza 162 Office:  372 Mendoza 
Office Hours:  T-Th  3:00 to 5:00 p.m. but call, 
e-mail, or stop by any time 

Phone:               (574) 631- 2687 
Email:                 urbany@nd.edu 

TAs:  Taylor Clark            (tpopplew@nd.edu) 
              Alexie Ogonowsky  (aogonows@nd.edu) 
   

 

 

Course Objectives.  Business is the art and science of decision-making under uncertainty.  This course 
is a managerial introduction to marketing research that examines how additional information can be 
obtained and how to incorporate that information into decision-making.  The role of "uncertainty" 
will be highlighted throughout the course and how marketing research can decrease or increase the 
amount of uncertainty facing the decision maker. 
 
The specific objectives of the course are: 

1. To provide a basic understanding of research methodology and its implementation in marketing. 

2. To produce an appreciation and understanding of the marketing manager’s use of information in 
decision making.  

3. To provide an overview of research terminology and methodology, including the use of statistics 
in marketing research. 

The course will provide hands-on experience doing statistical analysis using SPSS as a means of 
illustrating how uncertainty can be quantified, and as a bridge to discuss and introduce more 
advanced statistical techniques that are commonplace in marketing research.  Although 
supplementary material will be available, it would be helpful if students had previous exposure to 
SPSS or some other statistical package. 
 
Course Materials.  All assignments in the course are all described in the DELIVERABLES document in 
Sakai> Readings > Folder A.   The readings in the course come from 2 sources:  

  
 (a) Our Harvard Coursepack:  http://cb.hbsp.harvard.edu/cbmp/access/74007338   
 (b) The folder Sakai > Resources > C. READINGS  

 

Teaching Method:   Key topics  case illustrations  technical training  application  
 
We’ve focused the course around 10 core topics important in getting you ready to interpret, 
challenge, and use research in managerial decision-making.  For most topics, we will have a case 
study, a supporting technical lecture / reading, and then an application assignment.   

mailto:urbany@nd.edu
mailto:aogonows@nd.edu
http://cb.hbsp.harvard.edu/cbmp/access/74007338
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Course schedule 
 

Session Hour 1 Hour 2 

Reading to Prepare 
(HBS=Harvard 
coursepack) 

Cases: Case1 in 
Deliverables Doc,  

Case2 through 
Case6 in HBS 
coursepack) 

Deliverables** due  
(and post on Sakai): 
All 5 Apps (teams)  

4 of 6 cases (individual) 

16-Jan 
Intro to course/ 
Market research 

Topic 1: Research process/ 
problem definition 

"Marketing 
Intelligence” (HBS) 

 
  

18-Jan 
Discuss Case 1: 
Diagnosing Toyota Topic 2: Research design 

"Marketing 
Intelligence” (HBS) 

Case 1:  
Diagnosing Toyota 

• Case 1 (submit in 
Sakai>Assignments) 

23-Jan Discuss Finale case 

Topic 3: Customer 
Satisfaction 
*questionnaire design 

"Questionnaire Design 
and Development" 
(HBS) 

Case 2. Finale & 
Survey on the Spot 

• Case 2 (if written up, 
submit cases in 
Sakai>Assignments) 

25-Jan 
Topic 4: 
Measurement/Scaling 

Topic 5: Hypothesis testing  
* t-tests, crosstabs  

MR text chapters  
in Sakai>Resources 
>READINGS folder     

30-Jan 

Discuss App #1 GTE  
Topic 5: Hypothesis 
testing Topic 6: Sampling 

MR text chapter in 
Sakai>Resources 
>READINGS folder 

Case 3. 
Understanding 
Political Polls 

• App #1 ClearVoice 

• Case 3  

1-Feb In-class midterm quiz 
Topic 7:  
Correlation/Regression 

Midterm covers:  1. Problem formulation, 2. Research design,  
3. Customer sat / questionnaire design, 4. Measurement,  
5. Hypothesis testing  

6-Feb 
Topic 7: 
Correlation/Regression 

Topic 7: 
Correlation/Regression    

8-Feb 
 

Discuss App  #2 GTE 
Topic 8: New product 
design, *conjoint analysis 

Topic 8: New product 
design,  
*conjoint analysis 

"Marketing 
Intelligence,” section 
2.3.1 (HBS) 

Case 4. Conjoint 
analysis-online 
tutorial 

• App #2 ClearVoice, 
part 2  

• Case 4  

13-Feb Discuss App #3 Conjoint  

Topic 9: Market 
segmentation  
Discuss Ontela case  Case 5. Ontela A,B 

• App #3 Conjoint 
Analysis  

• Case 5  

15-Feb 
9. Market segmentation 
*cluster analysis 

9. Market segmentation 
*cluster analysis 

"Cluster Analysis for 
Segmentation" (HBS)     

20-Feb 
Discuss App #3  
*cluster analysis  

10. Positioning  
Crescent Pure case 

 

Case 6.  
Crescent Pure 

• App #4 Cluster 
analysis 

• Case 6  

22-Feb 
10. Positioning  
*factor analysis/PCA 

10. Positioning  
*factor analysis/PCA 

“Marketing 
Intelligence,” Section 
2.3.2, and  
"Analyzing Consumer 
Perceptions" (both 
HBS)     

27-Feb Discuss App #5 PCA Course wrap-up      • App #5 PCA  

2-Mar Final Exam  

 Final exam covers:  5. Hypothesis testing, 6. Sampling  7. Correlation/Regression, 8. New product 
design / conjoint analysis, 9. Market segmentation / cluster analysis, 10. Positioning/Factor analysis, 
PCA 

 

**The Deliverables document provides the questions for each case study (Case1 to Case6) as well as 
all the detail and direction needed for the Application Assignments (App #1 to App #5).   A copy will 
be passed out in class and is also available in the Sakai > Resources > A. Syllabus, Deliverables folder.  
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Student Evaluation 
 

Grades are based on the following components: 
 
Midterm Quiz   15%  
Final exam   35% 
Applications (Apps 1-5) 20% 
Cases (4 of 6)   15% 
Participation   15% 
     
A brief description of each component follows.  
 
Midterm quiz: The midterm quiz provides for a review the first few weeks of the class.  It covers the 
following topics:  

 
1. Problem formulation  
2. Research design 
3. Customer sat / questionnaire design 
4. Measurement 
5. Hypothesis testing 

 
The midterm quiz will consist of multiple choice, short answer, and other miscellaneous-type 
questions based on lecture notes, class discussion, application assignments, hand-outs, and the text. 
Each student will be allowed a single page (front and back) of 8 ½” x 11” paper with formulas, 
definitions, etc. to use during the quiz.  
 
Final Exam: The final exam covers the following topics:   
 

5. Hypothesis testing  
6. Sampling  
7. Correlation/Regression 
8. New product design / conjoint analysis  
9. Market segmentation / cluster analysis  
10. Positioning/Factor analysis, PCA 
 

The final will be like the midterm quiz except it will be longer. Each student will be allowed two pages 
(front and back, so 4 pages total) of 8 ½” x 11” paper with formulas, definitions, etc. to use during the 
final exam. 
 
Application Assignments: There will be five application assignments during the semester.  They each 
consist of data analysis using SPSS and answering statistical and managerial questions about the 
analysis.  Students are encouraged to work in teams of 2 or 3 on these application assignments. 
Students may work together to obtain the computer-based analysis, but each student is expected to 
produce his/her own computer analysis and output. Students may not work across teams to answer 
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the written portions of the application assignments.  Here are some specific guidelines on working on 
the application assignments: 
 

1) If you work with another student on the assignments then you are to hand in only ONE set of 
typewritten answers to the questions, but two sets of computer output 

2) If you discuss how to answer any part of the application assignments with another student, 
then you are “working with” that student 

3) Sharing any electronic files or computer output with other students will prompt an honor 
code action, involving the associate dean and the formation of an honor code panel to 
investigate and decide upon the incident  

 
At the end of the term, I will survey students who worked together to obtain ratings of team member 
contributions.   
 
Cases: There are six cases in the class, which help to set up particular analytic topics.  Each student is 
required to write up one-page summaries for 4 of the 6 cases (the Deliverables document describes 
the format of the write-ups).  
 
Participation: Class participation applies first and foremost to daily in-class discussion of all concepts, 
examples, and cases.  
 
Other kinds of contributions (such as identifying relevant new articles in business periodicals or good 
questions during class) will also be acknowledged. In evaluating class participation, the quality of 
class contributions outweighs the quantity. Your comments are most useful if they are: relevant; 
persuasive; contribute to the progress of the class discussion (i.e. by building on points made by 
others); and effectively link course concepts to the situation at hand. Please feel free to talk to me 
outside of class if you have any concerns about participation.    
 
Participation is scored after class every day in the following way:  
 
0 You weren’t there  
1 You were there and alert  
>1 You participated in the class discussion with varying degrees of involvement.  This is judged 

based on the criteria above (if above 1, scores can be 1.5, 2.0, 2.5, etc.)  
 
Grade appeals  
If you believe an exam question or assignment deserved more credit than it received, you may 
prepare a written appeal.  Receiving points back on an appeal is rare but it certainly does happen.   
The appeal you write should be very specific about what you actually said or how you answered the 
question and why it was a more effective answer to the exam or assignment question than it was 
given credit for.   An appeal is not about arguing what your answer “meant to say” or “what you were 
thinking but didn’t clearly communicate” (sorry, I’ve received some of those in the past!)   I will 
review your appeal carefully and give you a response within a week of when I receive it.   
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Technology policy  
The policy in the class is cell phones off and laptops closed unless otherwise indicated.   
 
 
Honor Code  
In preparing for the midterm quiz and the final exam, students may work together.  These in-class 
assessments are individual work however.   Quizzes and exams that appear similar in any way will be 
evaluated as possible honor code violations.  For case and application assignments, keep the work 
within your teams.   Feel free to ask me or my TAs, Alexie and Taylor, for questions of clarification.  
But in writing up the cases and assignments, each team or individual must do their own original 
research, come to their own conclusions, and prepare their project documents independently.  As 
noted above, the sharing of electronic files or computer output is not permitted.   Please review the 
university honor code for the handling of honor code cases. 
 
Other 
Because this course relies heavily on what you've learned in past classes (e.g. statistics), you are likely 
to find that you need some help at some point.  The best place to get help is to ask a question in 
class, the second best way is to come see me, e-mail me, or set-up a one-on-one appointment.  I'm 
happy to help you review some of the material you covered in previous classes or to show you how 
to do something in SPSS or Excel.   
 
All exam dates and assignment due dates are noted on the course schedule above.  Please make note 
of these dates and plan your semester accordingly.  Note in particular that there will be a final exam 
in the class on Friday, March 2nd.  With a valid written excuse, missed exams or homework will be 
dealt with on an individual basis.  
 

 
Participation in Research for Extra Credit: Mendoza Behavioral Lab  

Finally, you will have the opportunity to participate in up to 1 hour of research this semester as a 
participant in the Mendoza Behavioral Lab (MBL).  You will earn one (1) point for each half-hour 
study in which you participate, or two (2) points for a one-hour study; up to 2 extra credit points will 
be added to your overall percentage score for the application assignments.  (So, if you averaged 89 
on the application assignments, participation in two studies will boost your score to 91).   I am not 
requiring participation in the MBL as part of the course, but I strongly encourage you to participate to 
further your understanding of research method and procedure.  And besides the grade boost, this is 
an important contribution to the research culture of the Mendoza school and the university.  

Register for an account to be informed of available studies and to ensure you receive course credit 
for participation.  To sign up for an account, launch this website, https://mcob.sona-systems.com/ ; 
go to the bottom left of the screen and select “New Participant” to request an account.  You will be 
able to see the schedule of studies available.  Of high importance, you must add this course and 
section to your account and then properly assign each study credit to this course and section.  If you 
assign lab credits to a different course and/or section, you cannot be assured you will receive the 
extra credit.  This course is MARK 70100-01 or MARK 70100-02. 

https://owa.nd.edu/owa/redir.aspx?C=c1ce86d90c59443fbaf9a40b608d2cc6&URL=https%3a%2f%2fowa.nd.edu%2fowa%2fredir.aspx%3fC%3d52af0c95de6e46dda5f2a75b31df8039%26URL%3dhttps%253a%252f%252fmcob.sona-systems.com%252f
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Urbany bio  
 
Joe Urbany (Ph.D., The Ohio State University) is a professor of marketing in the Mendoza College of 
Business. His research focuses on managerial and customer search behavior, and managers’ use of 
customer insights in competitive decision-making.  His research has been cited in U.S. News and 
World Report, MSNBC, the Wall Street Journal, UPI, and in other international media, and has 
received several distinctions, including a #6 ranking of over 2,000 authors covering 30 years of pricing 
research in marketing journals. He has received teaching recognitions at several universities.  Joe is 
also co-founder -- along with Notre Dame alumnus Gary Gigot -- of Vennli, Inc., providing the 
founding IP for a competitive strategy / differentiation solutions process, supported by an online 
software platform that provides visualization of customer choice insights.  The company has won 
several tech industry awards and has client list numbering over 175 and includes BMW, DAP, Linked-
In, Zimmer, Weber Shandwick, and the Archdiocese of Seattle.   
  


